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[bookmark: _Toc128936404]Executive Summary
Hotel companies don’t focus on the reputation management process like companies of other industries. Retail companies, automobile companies, and manufacturing companies focus on brand management, customer loyalty, etc. But increased competitiveness within the hotel industry requires better reputation management and increased customer loyalty. Based on effective marketing activities, loyalty programmes, and reputation management, hotel companies will be able to overcome challenges to retain customers. Managing the online reputation management process, implementing loyalty programmes, communicating with customers, and increasing the standards can increase the development of hotel companies. Already many hotel companies felt the necessity of customer loyalty. So, like these companies, small and large hotel companies should be aware of the current issues and offer excellent services to customers. Effective management of negative reviews and better management of customers' feedback will help to increase customer loyalty. As a result, hotel companies will be able to increase sales per customer.
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[bookmark: _Toc128936405]Introduction 
The hotel industry of the UK is one of the most competitive and well-developed industries. Large and small companies are competing in the industry and serving customers effectively. However, there is a concern within the industry regarding reputation management, customer loyalty and standards. This report will focus on these three issues based on different hotel companies in the UK. The first part of the report will focus on the hotel standards based on hotel companies in the UK. Next, reputation management within the hotel industry and the process of building reputation will be mentioned. Lastly, customer loyalty within the hotel industry will be identified.



[bookmark: _Toc128936406]Hotel Standards and Their Importance
Brand consistency indicates delivering a consistent message to customers through all channels that align with the core values of the company. Consistent messages through all channels can create a brand story which helps to connect customers (Theurer et al., 2018). For this reason, every organisation tries to ensure sending consistent messages to customers through all channels. Only sending messages about the core values isn’t enough. Organisations must ensure higher standards for sustainability and long-term success. Hotel standards indicate the physical standards and operational standards of the company. Offering excellent services, ensuring quality, high-quality staffing, etc. combine hotel standards (Keller and Brexendorf, 2019). Due to the higher competition level within the hotel industry, hotel companies now focus on standards. 
However, the standard level for hotels is not similar for every company. Based on the vision and values, the standard level varies. For example, the standard of Premier Inn hotel is not like The Merlin Hotel. Due to the differences between size, resources and target customers, these hotels follow different standards (Li et al., 2018). However, these hotel companies such as Travelodge offer different kinds of packages for customers to choose from. The standard of these packages is not similar. Customers who buy premier plus packages will get one kind of service. And customers who just book a hotel for food will get another kind of service. 
The Standard is not similar for every package. But the overall service-providing facilities and quality of hotels must be of a high standard for sustaining in the competitive hotel industry (Xu, 2020). Because of higher standards and brand consistency, Premier Inn gained higher success within the UK. Consistency of the standard is necessary for gaining success within the hotel industry. Because of the consistency of services and quality, both Premier Inn and Travelodge gained success within the UK within a very short period. For this reason, hotel companies within the UK should ensure brand consistency and standards.


[bookmark: _Toc128936407]Reputation Management within the Hotel Industry 
Reputation management is the process of influencing customers' and other stakeholders’ perceptions of the company. It is the practice of influencing perceptions about a brand. Development of the reputation and monitoring the brand reputation indicates the process of reputation management (Padma and Ahn, 2020). Businesses that have higher competition focus on reputation management. Businesses within the hotel industry practice reputation management for ensuring better success. For example, the brand reputation of Hilton Hotel, Premier Inn, etc. is very higher that customers and stakeholders’ influencers others to buy services from these organisations (Zhao et al., 2019). 
When customers want to book hotels, these brands come to their minds first. Because of the reputation management of these organisations, they have gained success to influence the mind of customers (Ascarza et al., 2018). For gaining success, hotel organisations increased the practice of reputation management. Although reputation management is popular within the manufacturing and automobile industry, the necessity of reputation management has increased within the hotel industry because of increased competition within the industry. Major players such as Premier Inn, Hilton Hotels, Travelodge, etc. already gained huge market share because of the reputation of their businesses (Thakur, 2018). All these companies effectively manage guest reviews. 
For ensuring effective reputation management, hotel companies should focus more on the online reputation management process. Due to the necessity of engaging in digital platforms, these hotel companies should ensure active operation in these digital platforms. Managing reviews, maintaining responses, and handling negative comments can increase the reputation of hotel companies. For this reason, top hotel companies in the UK are very active in digital platforms for online reputation management.
Because of the higher service quality, effective marketing and organisational identity, these organisations can maintain their reputation in the competitive environment. However, customers may get negative experiences from these organisations (Tölkes, 2018). Managing negative reviews is one of the most important aspects of reputation management. For reducing the impact of negative experiences, organisations such as Premier Inn ask for feedback from customers. Based on the feedback, they try to compensate customers for better reputation management (Šerić and Gil-Saura, 2019). Taking feedback from customers has become a trend within the hospitality industry. Most hotel companies take feedback from customers when they leave the hotel. 
These constructive messages are managed properly by the organisation for better reputation management. Organisations such as Marriott International, Hilton Hotels, etc. gained popularity worldwide because of their excellent reputation management (Nastasoiu and Vandenbosch, 2019). For managing the reputation of hotel companies, every organisation should design marketing strategies effectively. Taking feedback from customers should be a higher priority for hotel companies. Both positive and negative reviews can increase the knowledge of the management about reputation management. Lastly, organisations should try to reduce negative reviews (Rather, 2018). Compensating customers for their negative experiences and properly managing the service quality will increase the reputation of hotel companies.


[bookmark: _Toc128936408]Customer Loyalty Practices for the Hotel Industry
The necessity of customer loyalty is higher for organisations that are operating in a competitive environment. The retail industry of the UK has the most competition because of the availability of strong companies.  Similarly, competition within the hotel industry is increasing compared to the past (Koo et al., 2020). Because of the availability of strong local companies along with strong foreign companies, the hotel industry of the UK has become more competitive. For sustaining and generating sales within the retail industry, retail businesses highly focus on customer loyalty. With the help of different kinds of customer loyalty programmes, retailers try to retain their customers. 
Rather than focusing on attracting new customers, retailers try to generate sales to existing customers. This process should be used by hotel companies within the UK. Companies such as Premier Inn, and Travelodge should implement customer loyalty programmes. It will help these companies to retain old customers. Generating new sales within the hotel industry is expensive (Han et al., 2018). So, the implementation of customer loyalty programmes will help these companies to retain old customers. In addition to loyalty programmes, these organisations should focus on personalisation. 
Personalised services and personalised packages for customers will increase their loyalty. In addition, hotel companies such as Travelodge can focus on the post-booking communication process with customers. Communicating with customers will increase their value to the organisation. As a result, they will stick to the organisation and will take services from the same company again (Wu et al., 2019). Another factor that Premier Inn has implemented to attract customers is the implication of technological tools within the organisation. For cleaning activities, the company developed robotics technologies.  This kind of technological implication can attract customers as modern customers demand technological facilities in the hotel. In addition, hotel organisations can give rewards of small gifts to customers for their repeated purchases. These small factors will attract customers and will help to generate repeat sales. In addition, these hotel companies can take feedback and implement the customer-centric model in the organisation for increasing customer satisfaction (Nastasoiu and Vandenbosch, 2019). A combination of these factors will increase customer loyalty within the hotel industry.
[bookmark: _Toc128936409]Conclusion
Competitiveness within the hotel industry has increased a lot because of the availability of strong hotel companies. But most hotel companies can’t retain customers because of improper brand management. But the necessity of reputation management has increased in the hotel industry also. These hotel companies can become more efficient if they focus on managing negative reviews of customers and offer consistent service quality. Effective advertisement and implementation of loyalty programmes can increase repeat purchases. Offering small rewards for repeated purchases and showing extra care can impact the mentality of customers positively. In these ways, hotel companies can overcome the obstacles they are facing now.


[bookmark: _Toc128936410]Recommendations
For these hotel businesses, creating an effective reputation management strategy is crucial to maintaining a positive brand image and consistent messaging across all platforms. It is critical to actively monitor and respond to online reviews and social media feedback, taking quick, professional action to address any unfavourable remarks. To reinforce the company's values and set it apart from rivals, consistent branding should be maintained across all platforms, such as the website, social media, and physical property. In the event of a crisis, reputational harm can be minimised by implementing a crisis communication plan and instructing staff on proper communication techniques. Hotel businesses can increase customer loyalty and draw in new clients by putting a high priority on reputation management and brand consistency (Koo et al., 2020). 
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